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. everal things are important to me and other
readers of “how-to” books: Is the book well
| organized? Are the major points and themes

o " clearly explained? Are there practical guidelines
and advice? What experience has the author had with the
intended audience? I'm happy to say that on each of these
scores, Business Development for Lawyers met and, in most
cases, exceeded my expectations. This is a book that every
lawyer should read and use. Marketing staff and law firm
administrators also will find it quite helpful.

The author, Sally J. Schmidt, is a well-known law firm
marketing consultant who has many years of experience in
the field. The book is written in plain English and well
organized with tips, checklists and shaded boxes emphasiz-
ing key points. It also makes liberal use of easy-to-read
bulleted lists. Another organizational plus is that each
chapter ends with a fill-in-the-blanks form that readers
can use to organize their own business development activi-
ties, including assessing the obstacles they may face.

Early on, Schmidt makes an important distinction
between marketing and business development, something
that many lawyers and marketers fail to do. Marketing, she
writes, is “often related to ‘positioning’ ... such as writing,
speaking and joining organizations.” These activities build
awareness and credibility for lawyers and law firms.
Business development is getting and keeping clients by

What are you reading? If you'd like to
recommend a book or write a review, con-
tact Bookmarks Editor Milton W. Zwicker at
zwicker@zwickerevanslewis.com. Milt
Zwicker is Managing Partner of Zwicker
Evans & Lewis in Orillia, ON.

62 October/November 2006 Law Practice

building relationships. This requires
direct, one-on-one activities, and it
serves as the core focus of the book.

There are 16 chapters in the book,
with the chapters about specific mar-
keting activities organized under the
part title “Positioning Yourself and Your
Practice.” According to Schmidt, lawyers
should undertake the kinds of activities
that are meaningful to them and that they like. If, for
example, you don’t enjoy public speaking, you probably
won’t be very good at it. If you don’t believe in the mission
of an organization, you won’t make a good board member.

In addition, Schmidt encourages lawyers to be realistic
about the amount of time they have to spend on market-
ing and business development. For a very new lawyer, 50 to
100 hours per year may be just right. Senior lawyers and
firm leaders are likely to spend 250 to 500 hours per year,
much of it devoted to client relationships. Because time is
necessarily limited, Schmidt also advises lawyers not to
waste time on ineffective activities that may reach the
wrong audience, particularly when writing and speaking.
Moreover, her book helps lawyers understand why these
things often don’t bring in clients.

The most important chapters are those specific to busi-
ness development, grouped under the part title
“Developing Business.” Business, of course, comes from
developing relations—and the chapters on dealing with
client relationships, cross-selling and handling difficult
client situations draw on Schmidt’s 20-plus years of very
significant work for law firms as well as her numerous
client interviews. She also comments on research conduct-
ed about the effect that client loyalty has on profits.

Clients’ primary gripe is lack of responsiveness.
Schmidt, fortunately, has numerous tips for readers about
returning calls, working with staff, the importance of
learning about clients’ needs, adding value to client rela-
tionships outside of just servicing legal needs, and dealing
with fees at the beginning of the relationship. It’s basic,
common sense but it is often overlooked in the pressure to
bill hours.

The chapter on “Cross-Selling and Expanding
Relationships” points out that without complete satisfac-
tion, there is no opportunity to cross-sell. This chapter also
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